
By Valerie Seckler

“BUYERS FREQUENTLY EXPER-
ience no greater satisfaction with 
their purchases whether they spend 
more or less time considering them,” 
write AnnaMaria Turano and John 
Rosen in their just-published book, 
“Stopwatch Marketing.” 

In other words, it will take more 
than catering only to the 21st centu-
ry’s well-chronicled, time-pressed 
consumers for stores to build a ro-
bust clientele.

The X factor, in the eyes 
of the author/marketing 
consultant team, is the dif-
ferent ways in which peo-
ple like to use their time 
when they shop. These 
mind-sets, as described 
by Turano and Rosen, run 
from the extremes of rec-
reational or impatient sen-
sibilities to ones that are 
painstaking or reluctant. 
Rush a recreational shop-
per or bog down an impa-
tient one and the opportu-
nity to do business could 
quickly be lost.

In the realm of fashion, 
apparel customers tend to 
start out as recreational 
shoppers when they’re 
young and grow into 
ones who are impatient or painstak-
ing, Turano said in an interview. “The 
younger the consumer, the more recre-
ational the shopping tends to be,” she 

related. “This is espe-
cially true for females, 
but it’s true for more 
males now, too. The 
over-30 crowd becomes 
more painstaking and 
impatient, as the value 
they’re seeking and the 
time they have to invest 
become bigger priori-
ties.”

While at fi rst blush it seems an eco-
nomic tailspin would reset people’s inner 
shopping watches — perhaps transform-
ing recreational shoppers into reluc-

tant ones, or impatient customers into 
painstaking types — Turano insisted this 
is not typically the case. “What shifts is 
the venue, not the mind-set of the shop-
per,” the author said. During an econom-
ic downdraft, the person who typically 
spends a few hours shopping and having 
something to eat at Bloomingdale’s is 
likely to stay in recreational mode, but 
might head for a store like Syms instead, 
she projected. (There haven’t been big 
shifts as yet. A nationally representative 
NPD Group survey in February found 
people were not shopping in different 
venues than usual, because they felt rela-
tively secure about their jobs and pay.)

Victoria’s Secret’s boutique lingerie 
setting, Whole Foods Market’s sense of 
theater and Apple’s offer of Genius Bar 
experts to answer questions are among 
the store environments Turano considers 
likely to appeal to recreational shoppers, 
as they encourage people to immerse 
themselves in an experience.

Many fashion shoppers bounce back and 
forth between being impatient or painstak-
ing, the author-consultant has found.

By noting workmanship details of a 
product or providing the history of an 
item’s design or brand, effective appeals 
can be made to the painstaking shopper, 
said the 37-year-old Turano, who character-
ized her own mind-set as painstaking when 
she and Rosen were writing “Stopwatch 
Marketing (Portfolio, $25.95.)”

At gucci.com, the story of the first 
Gucci Heritage collection, which was 
launched in conjunction with the open-
ing in February of the brand’s new 
Fifth Avenue fl agship, fi ts Turano’s pre-
scription for a painstaking consumer. 
“Conceived by creative director Frida 
Giannini, Heritage…pays tribute to 
the Italian brand’s history,” the Gucci 
Heritage story begins, adding her inspi-
ration came from the brand’s archives. 
Giannini resurrected several iconic hand-
bag styles, as well as a print, “Leonardo,” 
exclusive to the Manhattan fl agship. 

Stores well equipped to serve a help-
ing of convenience to the impatient, 
in the author’s view, include Brooks 
Brothers, Mitchells of Westport and e-
tailer Zappos.com. Brooks Bros. and 
Mitchells are among those stores pro-
viding staff who will sit down with cus-
tomers and offer them advice on items 
that would make good additions to their 
wardrobes and on pieces that would 
work well together.

Beyond a person’s general inclination 

about the amount of time they prefer to 
spend shopping, a handful of specifi c 
considerations are a further infl uence: 
what it is they’re buying, when they’re 
buying it, how they intend to use it and 
how much they plan to spend. Shopping 
for a wedding dress usually takes shape 
in a painstaking process, one Turano said 
is akin to buying a mattress or choosing 
a color of paint for one’s walls, as it is 
something a woman will “live with” for 
a long time. Shopping for casualwear for 
work, items that tend to be seen as dis-
posable, is likely to be done in an impa-
tient fashion.

The easiest way for a store to foul up a 
shopper’s sense of time, the author said, 
is when it tries to do too much. In a high-
end boutique offering apparel, handbags 
and sunglasses, for instance, someone 
buying a pair of $300 sunglasses may not 
receive the same attentive service as a 
customer interested in spending $2,000 
on clothes. “This may be the only time a 
person touches that brand of sunglasses 
for a few years,” Turano posited. “The 
salesperson should be on the shopper’s 
time schedule, rather than their own 
time schedule.”

Marketing

Synching Up With Fashion Shoppers

People’s spending on apparel isn’t likely to pick up anytime soon, forecast Carl 
Steidtmann, chief economist at Deloitte Research and author of the group’s Leading 

Index of Consumer Spending. The index measures real wages and home prices, initial 
unemployment claims and tax burden. 

“Apparel in particular faces a very diffi cult environment, exceeded only by large-ticket 
items like autos and home improvements,” the economist said. Spending on apparel, much 
of which is discretionary, Steidtmann noted, “is greatly affected by income growth, and real 
income growth is being hurt by fl at-to-declining employment and very weak wage growth.

“This will be a fairly extended episode, and we’ll know it’s over when the value of people’s 
houses stop falling,” Steidtmann added, alluding to the portion of individuals’ fi nances pegged 
to their home equity. 

— V.S.  

There’s a Chill on Apparel Spending
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The Four Faces of Shoppers
(Buying Modes Prompted by Various Items)

PAINSTAKING

Wine (for a hot 
date)

Wedding dresses

Honeymoons

HD TVs

Personal computers

RECREATIONAL

Wine 
(for one’s self)

Lingerie, lipstick

Spas

Gourmet food

Books

IMPATIENT

Wine (to take to a 
party)

Casualwear for work

MP3 players, like iPods

Tires

Padlocks

RELUCTANT

Wine (for spouse to 
take to a party)

Swimwear

Cell phones

Air conditioner

Financial planning 
services

How people plan to use an item infl uences the 
time they spend shopping for it. Accessories 
can turn from an indulgence into a painstaking 
purchase, when bought for a special occasion.

“Stopwatch Marketing”: Making 
the most of a shopper’s time.

BY THE NUMBERS: WOMEN’S APPAREL CONSUMPTION, 2007
CONSUMER SPENDING ON WOMEN’S APPAREL: $103.1 billion, up 1.1 percent 

CATEGORY REALIZING BIGGEST SPENDING INCREASE: Fleecewear, up 7.1 percent to $2.3 billion

CATEGORY SEEING STEEPEST SPENDING DECREASE: Accessories, down 4.5 percent to $2.3 billion

ITEMS GARNERING LARGEST OVERALL OUTLAYS: Tops, up 2.1 percent to $34.8 billion

HIGHEST AVERAGE PRICE: Outerwear, $41.11 per item, up 1.1 percent

LOWEST AVERAGE PRICE: Hosiery, $2.21 per item, up 2.8 percent
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